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Market-Share Analysis: 

Communicating Results Through 

Spreadsheet-Based Simulators 

L. G. Cooper
Anderson Graduate School of Management, University of California 

Los Angeles CA 90024-1481 

Summary 

This article describes the information-systems theory and the pedagogy behind the 
development of C.A.S.P.E.R.--Competitive Analysis System for Product Performance 
and Promotional Effectiveness Research. Managers must be able to learn from historical 
data (and graphical summaries can be very effective in this role), simulate the market 
response to proposals, and evaluate plans in a dynamic, competitive environment. The 
CASPER software performs these three basic functions using an asymmetric market­
share model as the market simulator. 

1 Introduction 

In any information system there are three basic ingredients: data, models and the soft­
ware or other vehicles which organize data and models so that they facilitate decision 
making. One extreme position in the design of information systems, which could be 
called datum ipso loquitor, emphasizes the data at the expense of the models, while 
the facilitation of decision making amounts to little more than data-base management 
software. Another extreme position emphasizes the facilitation of decision making by 
the codification of expert knowledge and/or expert decision processes-placing content 

knowledge at the disposal of brand managers. The software described by Burke and 

Rangaswamy (1987) is one of numerous recent illustrations of such an approach. Af­
ter prompting a manager to describe the promotional and competitive conditions in a 
market, software helped to plan the style of marketing support which would be effective. 

We advocate a third position. We believe that the comprehensiveness of the data 
now becoming available to brand managers could fundamentally change the conventional 
wisdom. We must develop and implement models rich enough to capture the diversity 
of these data, and develop decision-support software which, while summarizing and 
organizing the information in data and models, will also entice brand managers to 
expend more effort to understand the implications of their actions. 

There are four basic questions which market information systems must address: 

1. How does a firm's marketing efforts affect its brand's performance?

2. How is a brand affected by competitors' actions and reactions?
















